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Abstract
In the last election 2004 event, there are many Indonesian celebrities who had become a
public figure and they have been contesting in the political field. Indonesian women celebrities have
been supporting many national political parties as vote getter. One of the greatest trends around the
2004 general election was the commoditization of popularity of Indonesian women celebrities. This
paper examines the Indonesian women celebrities’ elected at the 2004 general election. First, it is
pertinent to explain the political snap shot of Indonesian celebrity political trends in contemporary
Indonesian democracy. Second, the paper explores how the political opportunity of Indonesian
women celebrity to obtain legislative power in the House of Representative. Third, the paper explores
the commoditization of popularity among the Indonesian women celebrity in the political field. Fourth,
the paper explores the development of traditional entertainer, celebrity endorser, and celebrity politic
in Indonesia. Fifth, the paper explores how the commoditization and political contestation among
Indonesian celebrities in the post-journalism of mass media industries. Finally, it examines the
development of popular cultures, political popularity, and political marketing strategy of Indonesian
celebrity.
Keywords : Celebrity, Politician, Commoditization of Popularity and the Indonesian Women
Celebrity.
Introduction
If we have seen the film entitled the
“Terminator”, we can see the popular name
like George Murphy, Ronald Reagan, and Sonny
Bono.  They were even earned elective office in
the Golden State. Murphy was elected United
States Senator, while Reagan became governor
(and later president) and Bono served in the
Congress (insidepolitics,westreport). And if we
have seen “Si Doel Anak Sekolahan”, we also
see the Indonesian celebrity like Rano Karno,
and currently he serves as Deputy Mayor of
Tangerang District, Banten Province. Also if we
seen “The Bodrex Advertisement”, we have
seen the Indonesian celebrity Dede Yusuf, and
currently he serves as Deputy of Governor of
West Java.
Currently in contemporary Indonesian
politics, there are many celebrities—the former
of advertising stars, actor of film, Sinetron,
comedian and the former of Miss Indonesia—
earned their positions in House of Representative
(DPR RI). Celebrity politics is one of the
important thing phenomena in Indonesian’s Post
2004 National Elections. A celebrity status
becomes a kind part of political attractiveness of
Indonesian political party. Celebrity communities
also become one kind of political human
resources to strengthen the political influence of
each political party for getting constituents.
There is a lot of Indonesian Celebrity had
been campaigning at political field contestations
of 2004 National Elections. There are three kind
of celebrity around Indonesian political
contestations. First, celebrity’s communities that
they had participate as legislator candidate from
big and small political parties. Second, celebrities’
communities that they just participated as public
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figures and as vote getting in campaign/political
events. Third, celebrity’s communities that they
were on a neutral/independent position, but
sometimes their song had attracted through any
politician that used at political campaign. For
example in this case are Sam Bimbo and Zamrud
Group. Bimbo and Zamrud are the professional
and independent celebrity. But, the  Song of Sam
Bimbo entitle “Sajadah Panjang” and The Song
of Zamrud entitled “Pelangi Di Bola Matamu”
are being used by The President of SBY to
campaign in many places and times around 2004
National President and Vice President Elections.
In the new Order Regime celebrity had
been using by politicians as vote getter. Their roles
are in political campaign very important to attract
the people come down to open public campaign,
especially Golkar . But after New Order, in the
election 1999 and  2004, this role is not only as
vote getter in political campaign, but also as a
legislator candidate from each political parties.
Even though Indonesian celebrities just still be a
supporting event of political campaign, but much
of them currently growing as subject of political
campaign.
List of Celebrity Legislative Candidate, Party and Regions of Elections
Of 2004 National Elections.
No Name Party 
1. Dedi 
Sutomo 
The Indone
Struggle 
Democratic
(PDI-P) 
2. Marissa 
Haque 
The Indone
Struggle 
Democratic
(PDI-P) 
3. Ruhut 
Sitompul 
Golkar Par
4. Renny 
Djajoesman 
Golkar Par
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11. Dede Yusuf National 
Mandatory
(PAN) 
12. Nia Daniati Partai Kary
Bangsa (PK
13. Leysus 
Winarso 
Partai Kary
Bangsa (PK
14. Ajie 
Massaid 
Democrat P
15. Anna Tairas Democrat P
16. H. Qomar Democrat P
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27. Tutie 
Kirana 
The New 
Indonesian
(Partai PIB
28. Kaharuddin 
Sjah 
Democrat P
(PD) 
29. Gusti Randa National 
Awakening
(PKB) 
30. Usi 
Karundeng 
The New 
Indonesian
(Partai PIB
31. Mus 
Mulyadi 
PKPB 
Source: Adaptation from Indonesia National Committee Elections (Komisi Pemilihan
Umum), and CETRO Data Base, 2004 and Alfito Deannova, 2007:10-11.
The women and men celebrity had
becoming legislative candidate of 2004 elections
are 18 and 19 persons. The women celebrity on
legislative election whose have rank order 1 from
each political party on their region of election
(Dapil) are six candidates. While for the men
celebrity are nine candidates. The women
celebrity on legislative election whose have rank
order 2 are six candidates. And, the women
celebrity on legislative election whose have rank
order 3-11 from each political party on their
region of election (Dapil) are six candidate. At
the same time, the men celebrity on legislative
election whose have rank order 2 are five
candidates. And then, the man celebrity on
legislative election whose have rank order 3-11
are five candidates.
In the 2004 Indonesian elections almost
of Indonesian celebrity had been promoted by
the small and the medium political party (PKS,
PKB, PAN, PPP, and Democrat Party/PD) as
legislative candidate. There are 17 celebrities
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who had been promoted by the small political
party, and 15 celebrities had been promoted by
the medium political party as legislative candidate.
And 9 celebrities had been promoted by the big
political party as legislative candidate.
Number of Region of Election (Dapil) and Political Party Affiliation of Legislative
Candidate of Indonesian Celebrity on 2004 Election
Celebrity 
as 
legislative 
candidate 
on 2004 
Indonesian 
Election 
Numbe
Ele
Number 
1 
Man 9 
Women 6 
Post 2004 legislative election, seven of
Indonesian celebrities become a member of
House of Representative (DPR RI). They are
H. Qomar, Angelina Sondakh and Agie Massaid.
They all becomes a member of House of
Representative from Democratic Party; while
Marrissa Haque becomes a member of House
of Representative from The Indonesian Struggle
Democracy Party (PDI-P) and Dede Yusuf
becomes a member of House of Representative
from National Mandatory Party (PAN). So, the
Indonesian celebrity politic who had elected as
legislative member comes from the big party and
the medium party. PDI-P have 3 legislative
members, PAN have 1 legislative member and
Democrat Party have 2 legislative members who’s
their background are celebrity. Based on gender
perspective, there are only two the women
celebrities and five men celebrities become
member of the House of Representative.
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No Name 
1. Angelina Sondakh 
2. Adjie Massaid 
3. Nurul Qomar 
4. Dede Yusuf 
5. Dedi Sutomo 
6. Guruh Soekarno 
7. Marrissa Haque 
 Data: adopted from Alfito Deanova (2007: 13).
And Angelina Sondakh as a member of the
Democratic Party has been playing her rules and
policy as supporting government power of SBY-
JK. Angelina Sondakh is the former of The Miss
Indonesia. She graduated from Faculty of
Economy, Atmajaya Jakarta University. And she
also graduated from Master Program,
Management of Political Communication
Program. Department of Communication
Science, University of Indonesia Jakarta.
Indonesia Women Celebrity Politics in
House of Representative 2004-2009
There are a lot of Indonesian women
political activist had been contesting at national
legislative elections. In the United Development
Party (PPP), the women legislative candidate are
23, 3 % of total their legislative candidates. In
the Moon and Stars Party (PBB), the women
legislative candidate are 23, 8 % of total their
legislative candidates. In the Indonesian Struggle
Democratic Party (PDIP), the women legislative
candidate are 28, 3 % of total their legislative
candidates. In the Golkar Party, the women
legislative candidate are 28, 4 % of total their
legislative candidates. In the National Mandatory
Party (PAN), the women legislative candidate
are 35 % of total their legislative candidates. In
The Justice and Welfare Party (PKS), the women
legislative candidate are 40, 4 % of total their
legislative candidates. In the National Awakening
Party (PKB), the women legislative candidate
are 37, 7 % of total their legislative candidate. In
the Democratic Party, the women legislative
candidate are 27 % of total their legislative
candidates. And in the Islamic Syariah Party
(PSI), the women legislative candidate are 38, 7
% of total their legislative candidates.
Persen of Women Quota as Legislatif Candidate
Source: Adopted from Data Base of National Elections Commissions, 2004 and CETRO
Indonesia, 2004.
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Almost of Indonesian Political Party give
among 22 % - 40 % quota of total their legislative
candidate. According to Elections Act, They must
give minimum 30 % quota of total their legislative
candidate. So, there are five big party—The
United Development Party/PPP, The Moon and
Stars Party/PBB, The Democratic Party, The
Indonesian Struggle Democratic Party/PDIP and
Golkar Party—give women quota under 30 %.
And there are only three big party—National
Awakening Party/PKB, National Mandatory
Party and The Justice and Welfare Party/PKS—
give women quota upper 30 %.
Total Quota of Indonesian Women Politician in Houes of Representative(DPR RI)
From Old Order to Post New Order Soeharto Regime
No Periode 
I Old Order Regime 
1. 1950-1955(DPR 
Sementara) 
2. 1955-1960 
3. Konstituante: 1956-
1959 
II. New Order Soeharto 
Regime 
4. 1971-1977 
5. 1982-1987 
6. 1987-1992 
7. 1992-1997 
III. Post New Order 
Sources: Adopted from CETRO Indonesia Data Base, 2003 and CETRO Indonesia Data Base,
2004.
According to table above, there are
limited quotas of Indonesian women in  House
of Representative (DPR RI), from new Order
until post New Order  Soeharto. The highest
quota was found at the House of Representative
1992-1997 period. And the lowest quota was
found at the Indonesian House of Representative,
1950-1955 in the Old Order Regime Soekarno.
But, after the post New Order Soeharto, the
quota of women in the House of Representative
still on low positions, 10,4 % (1997-1999), 9, 5
% (1999-2004), and 11,81(2004-2009).
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No Party 
1. Golkar Party 
2. The Indonesian Strugg
Party (PDI-P) 
3. The United Develo
(PPP) 
4. Democratic Party (Part
5. National Awakening 
Kebangkitan Bangsa) 
6. National Mandatory 
Amanat Nasional) 
7. The Stars and Refor
(Partai Bintang Reform
Sources: Adopted from CETRO Indonesia Data Base 2004.
Based on table above had described the
total quota of women Indonesian legislative at
DPR RI 2004-2009. Golkar Party has the
biggest quota of women Indonesian legislative,
19 person (14, 28 %). But the Peace and
Welfare Party reach out the biggest total quota
of comparing man and women (25 %). At above
table, the big party has women legislative at DPR
RI around 13 % until 14, 28 %.
Indonesia cultural patriarchies and
feudalism also impacted on an opportunity to
women actives to be a member of House of
Representative. In elections, the opportunities to
be elected as member of House of
Representative based on two important thing.
First, the candidate will be elected based on
number of elections (on card national election).
Two, the candidate will be elected based on vote
on their elections. Almost of the Indonesian
women legislative candidate did not have top
number of elections. So, almost of them did not
elected as a member of House of Representative.
The Indonesian women celebrity politics
also have problem based on the above system
of national legislative elections. If their general
chairman of each party did not give them a top
number of elections. Even though, they got much
of vote, they can not be elected as House of
Representative. One of Indonesian Women
celebrity politics at this case is Nurul Qomar Arifin
or Nurul Arifin (Legislative Candidate from
Golkar Party). Even though, she erned the
biggest vote of elections in their district, they can
not be elected as a member of House of
Representative, because she got number 3 at their
elections national number. So, the general
chairman of each political party has strong power
to decide their future political opportunity of
women celebrity candidate. Much of them have
power to dealing and lobbying with their general
chairman of each party (for example Angelina
Sondakh (Democratic Party) and Marissa
Haques (PDIP)) and much of them have no
power to dealing and lobbying with their general
chairman of each party (for example Nurul
Qomar Arifin, from Golkar Party and Rieke Diyah
Pitaloka, from National Awakening Party/PKB).
From Traditional Entertainer, to Celebrity
Endorcer and to Celebrity Politics
According to Jennifer Linsay (2005) the
roles of Indonesian entertainer in political arena
had been presenting since the 1955 Indonesian
Election. In this period, traditional entertainer
being used by political party to attract people to
participate on political meeting and mass
campaign.  Traditional entertainer had been using
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by political parties as a political tool of
propaganda. Some cultural institution of
traditional entertainer (e.g LEKRA,
MANIKEBU and etc) become part of cultural
power of Indonesian political party.  Each
political party always tried to promote their idea,
political agenda and political ideology within their
cultural institution of traditional entertainer. At this
period, traditional entertainer had growth as
cultural ideological of political party.
The rise of Soeharto Regime changes the
performance of Indonesian entertainer. The
development of mass media industries—
especially television industries—had been
producing the modern entertainer. Almost of the
new entertainers of mass media industries and
cultural industries have been becoming popular
among Indonesia citizen. They are being growth
as professional and modern entertainer. The
development of cultural industries, mass media
industries and the rise of consumer culture along
with New Order produced the new public idol.
Some of Indonesian celebrities reach their
popularity within cultural and mass media
industries. Their popularity becomes
accommodated by the dominant political party
as vote getter at political event.
In the New Order Soeharto, the role of
majority of Indonesian celebrity just presents as
political endorser of election event. Almost of the
Indonesian celebrity had been supporting political
regime to promote activities of political party’s
campaign. They participated on political
campaign just a professional entertainer for mass
campaign. At this period, professional and
modern entertainer had growth as celebrity
endorser. Celebrity endorsers become new kind
of soft power on political campaign and political
contestation.
Not only in Indonesia,  can the rise of
celebrity endorsers also have we seen on
American politic, and Canadian politic. J.
Gregory Payne, John P. Hanlon and David P.
Twomey III (2007) said that Kenneth Burke’s
(1962) theory of identification is very much
evident in the celebrity spectacle–obsessed
culture in which people live and is a dynamic and
expected component in the political
communication message. They explained at
American political election event that McKenzie
was a symbol of support for John Kerry, and if
the young viewers in the TV and print audience
identified with McKenzie, then McKenzie’s
supporters would follow suit and back the
Massachusetts senator. Based on political
marketing communications perspective,
McKenzie’s appearance and speech at the
convention was a prime-time, well-calibrated
celebrity endorsement expected to reap Kerry
rewards at the ballot box come Election Day.
Furthermore, 2004 proved to be an election year
in which celebrity-spectacle themes dominated
much of the political rhetoric of the candidates
and interest groups (Weiskel, 2005). Scholars
such as Lance Bennett have pointed out another
characteristic of the celebrity-spectacle culture
in the further diminution of the news in the “news
reality” format (Bennett, 2005).
According to J. Gregory Payne, John P.
Hanlon and David P. Twomey III (2007) aside
from McKenzie’s partisan political appearance,
many other celebrities (who had immense
popularity with young audiences as well) worked
in an attempt to raise voter turnout for the young
people in this nation. Celebrities, such as Sean
P. Diddy Combs (with his “Vote or Die”
campaign) and Ben Affleck, worked to raise
voter turnout through their “Rock the Vote”
campaigns. According to MTV.com, the
campaign worked. In an article entitled “Twenty
Million Loud and Then Some: Young People
Storm the Polls” (2004), MTV News reported
that “when the polls opened on Tuesday
morning [Election Day], young voters turned
out in greater numbers than ever, making their
voices heard and playing a major part in this
year’s surging overall turnout” (as cited in
Weiskel, 2005). However, because of the
innumerable factors in election 2004 (such as the
ongoing war in Iraq), one cannot truly be certain
that the celebrity-driven Rock the Vote
campaign was directly responsible for the higher
voter turnout. Yet few would question that such
celebrity-oriented special events and campaigns
had an impact in election 2004—especially on
the youth vote.
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Payne, Hanlon and Twomey III
(2007:1244) described that the election of 2004
witnessed a widespread use of celebrities who
predominantly endorsed Democratic candidate
John Kerry in the general election. Even with
these highly visible and recognizable sources of
support, Kerry lost the race and many have
pondered on the real impact and importance of
celebrity endorsements. Some political experts
have even noted a potential backlash of some of
the high-profile, yet clearly divisive,
endorsements.
Thus, in Indonesian contemporary
political trend and also American political trend,
entertainment and politics have become
increasingly intertwined in the past fifteen years
(Jackson and Darrow;2005:80-81) The rise of
celebrity endorser and celebrity politic become
important politics phenomenon of Canadian
politic. David J. Jackson and Thomas I. A.
Darrow (2005) stated that the increased mixture
of pop culture and politics is evident in countries
besides the United States as well. While celebrity
culture has traditionally been more muted in
Canada than in the United States (see Lipset
1990; Berton 1982), increasingly Canadian
artists are speaking out about politics, and often
about the United States. Canadian performers
like Bruce Cockburn, Blue Rodeo, and Stompin’
Tom Connors have never shied away from
politics, and increasingly more well-known and
internationally successful musicians have been
making political statements, as well as endorsing
candidates and causes.
Celebrity endorser and celebrity politic
have some soft power to influence people on
political contestation. According to Jackson and
Darrow (2005), McCracken (1989) offers the
most comprehensive and sophisticated theory of
the power of celebrity endorsements.
McCracken (1989) described the models
presented above as “source credibility” and
“source attractiveness,” respectively.
McCracken developed what he calls “meaning
transfer” theory. His major criticism of earlier
theories is that their interpretation of the
persuasiveness of celebrities has, “everything
to do with the celebrity and nothing to do with
the product” (McCracken (1989: 311). A more
sophisticated and useful theory, he argues, would
also account for the characteristics of the celebrity
and how they interact with those of the product.
Meaning transfer theory does this. Meaning
transfer theory thus helps us predict when a
celebrity endorsement might or might not work,
while the other theories fail to do this. Jackson
and Darrow (2005:83-84)
Jackson and Darrow (2005)—by
quoted on McCracken’s  (1989) opinion—
contends that the effectiveness of a celebrity
endorser depends in part on the meanings she or
he brings to the endorsement process, including
social status, class, gender, age, personality, and
lifestyle type. In McCracken (1989) opinion,
every celebrity is a complicated mix of these
characteristics and their meanings. An
endorsement of a product will only succeed if an
association is formed between appropriate
aspects of the celebrity’s meaning and the
endorsed product. The consumers then transfer
the meaning(s) from the product to themselves.
Thus, there are two crucial transfer of meaning:
from celebrity to product and then from product
to consumer (McCracken (1989:314).
According to Jackson and Darrow
(2005), McCracken (1989) also argues that
celebrities aid consumers in transferring meaning
from the product to themselves, because
consumers constantly invent and reinvent
themselves, and the roles created by celebrities
and transferred to consumers through products
offer consumers options to become. He suggests
that those who are moving from one age category
to another would be especially keen to use the
meanings created by celebrities.
Thus, in 2004 Indonesian election, the
roles of celebrity endorsers are just to promote
the legislative and presidential candidate. In the
American election and in the Canadian elections,
their roles are on two kinds. First, the role of
celebrity endorser is very important to increase
the voter turnout especially among the young
people facing the low participation of local and
national election. Second, the role of celebrity
endorser is also very important to increase the
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winning election of legislative candidate and
presidential candidate.
Both the role of celebrity always work
on cultural values of which have been influencing
of personal values, perception and meaning. This
values present on each Indonesian citizen as
consumer in hole of liberal market transaction. It
is become the blessing of fortunate power of mass
media industries and cultural industries on political
field.
The Changing of Popular Cultures and
Political Cultures Post Soeharto Regime
After the Post New Order Soeharto, the
Indonesian popular cultures and political cultures
has been contesting on political field. The growing
of Indonesian media industries have been
impacting on new style of Indonesian democracy.
The mediated democracy growths become the
dominant trend as political performances.
Political cultures and popular cultures have been
mediating by television, film and news industries.
Both of them have been producing political
public figures and popular public figures.
Celebrity politics of contemporary
Indonesia responded by political analyst/experts,
and also politician. One of them is Eep Saefulloh
Fatah (2004), political analyst of Dept. Political
Science, University of Indonesia. Eep Saifulloh
Fatah (2004) said that celebrity politics
reproduced the mythology of politics among
Indonesian citizen. Its conditions have been
impacting to the rationality of citizenship.
According to Eep Saifulloh Fatah (2004), almost
Indonesian politician had been recruiting celebrity
just a vote getter, not a part popular political
agenda to political educations. So, public or
citizen just be a fan personally to celebrity. And
there are not changing pattern of political
education of contemporary Indonesian politics.
A.A. G.A Ary Dwipayana (2004),
political analyst of Dept. of Government and
Political Sciences Gadjah Mada University also
agree with Eep’s Opinion. According to Ary
Dwipayana, celebrity politics almost of them are
not concern on public issues. So, they can not
make brilliant decision of public policy. Because
almost of them have not great dedications on
political advocacy in specific issues.
Angelina M.P Sondakh (2007) from
Democratic Party, do not agree with both above
opinion. According to Angelina Sondakh(2007)
celebrity politics also always concern on public
issues and public policies in Indonesian politics.
It is depend on each person of celebrity politics.
Angelina said that, she don’t not feel that popularity
and beauty are not important thing for him as
celebrity and politician. But, brain and policies
also advocacies to public interest are the most
important thing for him. According to Anggelina
Sondakh (2004), in House of Representative she
always tries to support the public interest and
public concern. (Base on Personal Interviews
with Angelina M.P. Sondakh. Jakarta, Sept, 18,
2008. Angelina is one of the Indonesian Women
celebrity politics in House of Representative
(DPR RI), 2004-2009. He was writing a book
“Kecantikan Bukan Modal Utama Saya”.
Jakarta,  2004)
Andi Yuniani Paris a member of National
Awakening Party, Deputy Chairman of Elections
of Legislative Act Bill and Elections of President
and Vice President Act Bill (RUU Pemilu
Legislatif dan RUU Pemilu Presiden-Wakil
Presiden), and also member of Presidium of
Indonesian Women Parliament, 2004-2009
(Presidium Kaukus Perempuan Parlemen
Indonesia/KPPI) said that on political
contestations, women legislative candidates are
not affair if they must on low level of number of
national elections card. According to Mrs Andi
Yuliani Paris, they must have equal opportunity.
Currently, almost of the women politician—
including celebrity politics—have difficulty to earn
the top number of elections, because of internal
political policy of each party (Suara Karya,
September, 3, 2007). Its political background
had impacted to the quota of representations of
Indonesian women legislative at House of
Representative, 2004-2009, including the
women celebrity politics. This condition also
impacted to the legislative sensitivity to the
empowering of Indonesian women within
regulations.
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Post New Order Soeharto period has
been producing more democratic competition of
Indonesian political contestations. The popularity
as a product of popular culture and mass culture
has been growing as a kind of soft power on
political contestations. Wei-Torn Juan (2001:1-
2) said that popularity is the extent to which a
choice prevails in a society. In a society where
each individual learns from other members, a
popularity weight can be viewed as the extent to
which an individual conforms to what others are
doing. The multiple popularity weights (or weights
hereafter) affect the long-run behavior of social
learning and characterize conditions for such
learning to be socially efficient.
Political actors always reported and
represented by mass media industries on public
life. Celebrity as popular actor also reported and
represented by mass media industries in public
life. Both of two kind of actor have been
becoming public idols and references of
Indonesian public sphere. Currently popular
cultures and celebrity do not always sub-ordinate
by political cultures. But also, step by step,
popular cultures and celebrity stance in hand at
similar positions on public sphere Indonesian
politics.
These socio-cultural political changing
not only depend on political actor and celebrity,
but also depend on the changing of citizenship,
mass media industries and the cultures of regimes.
According to W. Lance Bennet (2003:139),
there is changing of social conditions that confront
citizens. First, the changing of citizen roles and
political identifications. Second, the changing of
relations between citizens, representatives and
the government. Third, the ways in which political
communication must adapt to get public attention
and mobilize collective action.
W. Lance Bennet (2003) on Corner and
Pets (2003: 140) also argued that the broad effect
of economic globalization across societies, some
variations on these changes can be observed in
most contemporary post-industrial democracies.
First, social fragmentation and the breakdown
of civic institutions—parties, unions, churches and
national services organizations(Putman, 2000)—
particularly as these institutions figure in the lives
of younger and more cosmopolitan generations
(Beck, 2000). Second, weakening social (for
example, class) and political (for example, nation,
and party) identification due to this greater
freedom from groups and institutions (Inglehart,
1997). Third, a resulting increases in freedom of
choice over social identities, and preoccupation
with identity management and lifestyle choice
(Giddens, 1991). Fourth, a growing sense of
individual risk and of the complexity of these
personal choices and political needs (Beck,
1999). Fifth, the above conditions result in a
weakening of central authority in public life.
Individuals increasingly adopt their own
authorities, and make more personal choice
about competing information sources pertaining
to health, science, moral values and public
problems and their solutions (Bennet, 1998;
Giddens, 1991).
In contemporary Indonesia, the freedom
of mass media industries, freedom of expression,
freedom of cultural expression, and freedom of
speech on political contestations have been
contesting the common values and public values.
Both public figures and citizens mediated by mass
media industries to produce and consume the
public issues and private issues. Both public issues
and private’s issues—come from political actor
and celebrities—represented on mass media as
product of popular cultures. So, the power of
mass media industries are representing all of the
issues—including political issues—as product
popular cultures. Political culture as well as
politics many have been democratized, but only
under conditions that make a complete sham of
democracy. The capitalist economy and the
dominant classes are not only unchallenged by
popular contest, but actually enjoy popular
acclaim. (Simons; 2003, on Corner and
Pets;2003:172).
The relations between popular culture
and political cultures in contemporary Indonesia
are dynamic. It depends on mass media
industries, political actor and celebrity and also
depends on the changing of mass cultures and
political cultures of Indonesian citizen. This trend
is part of the impact of popularizations of cultures
and the democratizations of politics. According
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to John Simons (2003) there is a structural and
necessary relation between the popularizations
of culture and the democratization of politics. The
popularization of politics provokes concern that
popular concern is not real but mediated,
becoming a mere simulacrum of democratic
consent. Simons (2003) on Corner and
Pets;2003:186-187) said that the popular cultural
forms of political technologies do not deserve to
be condemned in themselves, as nothing mass
democracy does not exist fully formed, in the
publics constituted by the media technologies that
also constitute popular culture. But, if genuine
democracy is to flourish, it will most likely be in
popular culture and through mediated politics.
Liesbetvan Zoonen (2000) argued that
popular culture is becoming ever more important
to political communication and political
understanding. Although politics has always
contained elements of popular culture, the present
situation is often said to be different in the sense
that popular culture at present seems to have
overwhelmed and concurred politics. The current
assumed ubiquitous popularization of politics is
thought to undermine the quality of the political
process and the viability of democracy in the long
run (e.g. Hart 1994; Postman 1984). In such
arguments, politics and popular culture are
constructed as each others antagonists which
seems justified by their origins in the two different
social traditions of modernity on the one hand
(politics) and orality on the other (popular
culture).
According to Liesbetvan Zoonen (2000)
more common cases of popular culture providing
a stage for politicians can be found in the many
instances of popular journalism in print (tabloid
and gossip journalism) and audio-visual media
(talk shows and infotainment). In both these
varieties the roles of the genre assure that
politicians feature predominantly as private
individuals, as human beings rather than as
representatives of political parties or government.
Furthermore, politicians appear to be framed
within the larger syntagmatic and paradigmatic
structures of popular culture. The aura of
authenticity that hangs around the private sphere
suggests that the popular focus on politicians as
private people portray them as themselves,
rather than in their artificial role of politicians.
Nevertheless, politicians as private persons
performing on popular stages are just as well
involved in the construction of a public persona
than when they are operating as representatives
of the people, as political candidates.
Liesbetvan Zoonen (2000)—quoted
Corner (2000)—argued that politicians construct
persona in three interrelated spheres relevant to
political culture: the one of political institutions
and processes, the mediated one of public and
popular communication and the one of the private
sphere. Although the latter is seemingly
disconnected from both spheres it is in fact
closely related, especially when it comes to the
privatized performance of politicians on popular
stages. The notion of persona is relevant to
understand this performance. The term is known
in theatre and literature as indicating a particular
role one plays which is temporary. In the more
general sense, persona is an aspect of the
personality shown to or perceived by others.
(Corner 2000). Crucial to present day politics,
is that the construction of a political persona is a
highly mediated process, with the revelation of
personal features as well as the perception of
them deeply influenced by the terms of their
representation in media genres. In the case of
popular journalism, personal stories of politicians
are obviously subjected to the specific
paradigmatic and syntagmatic structures of
popular journalism that are relevant to politics,
as laid out above. Moreover, politicians have to
take into account which models of political
heroism are available in their political culture.
The rise of post-journalism trend has
always been extending the new form of popular
culture. Popular culture constructed celebrity and
politician as commodity on cultural industries.
Popular cultures as a political stage thus appears
to show politicians as themselves, but in fact their
performance is subject tot the rules of popular
and political culture. As a result peoples see
political personas rather than individual human
beings. Popular culture functions as a practice of
politics when groups or individuals that are
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excluded from traditional social and political
channels use it as a means of political expression.
The Politic of Popularity and Political
Marketing
Celebrity, popular culture, political
popularity and political marketing always have
been facing new integrated model. According to
Liesbet van Zoonen (2006) Popularization and
personalization together constitute what habitually
has been called ‘celebrity politics’ and which have
evoked strongly contrasting assessments. Current
European authors such as Elchardus (2002) and
Meyer (2002) have resituated Neil Postman’s
(1985) judgment of American political culture as
colonized by entertainment and warn against a
mixture of pop cultural and political discourses
in their respective countries (Flanders and
Germany). Such ‘politainment’, as Meyer (2002:
99) calls it, would only tolerate a pseudo, celebrity
politician who counts on his immediate physicality
and its hold on the media. It is as though he were
projecting a media-ready astral body, and the
public, grateful not to be bored by any arguments
or factual information, shows its enthusiasm for
the sheer entertainment value of his appearance.
(2002: 78). While there are few authors who
wholeheartedly embrace the articulation of
entertainment and politics, there is a growing
movement to explore its possible ramifications
in the context of waning political involvement and
participation. In more theoretical understandings
of fame and celebrity, the two are defined
regularly as distinct from each other. ‘Celebrity’
is a product of the publicity produced by the 20th
and 21st century mass media, whereas ‘fame’
has a longer history as the typification resulting
from outstanding and publicly recognized
achievements (see Giles, 2000).
There are many definitions of celebrity
politics. According to John Street (2004), the
word ‘celebrity’ refers to those people who, via
mass media, enjoy ‘a greater presence and wider
scope of activity and agency that are those who
make up the rest of the population. This general
definition covers a wide variety of public figures.
Darrel West and John Orman (2002, 2-6) identify
five categories, covering those who acquire
celebrity status by birth, to those embroiled in
political scandal, to those who become celebrities
through their charismatic public performances.
They also include those ‘famed non politicos’
who move from careers in show business in to
politics. While West and Orman (2002) offer a
comprehensive overview of the political celebrity,
according to John Street (2004:437) the
definitions of celebrities with distinct and
identifiable relationship to popular culture.
Felicia Hughes-Freeland (2007:2) also
gives definition and type of celebrity. According
to Felicia Hughes-Freeland (2007:2) ‘celebrity’
is ‘the attribution of glamour or notorious status
to an individual within the public sphere’ (Rojek,
2001: 10). Rojek (2001) identifies three ‘types’
of celebrity. First, ‘ascribed’ celebrity is based
on lineage, most obviously in different types of
dynasty. Second, ‘achieved’ celebrity is based
on the perceived accomplishments and talents
demonstrated in competition, such as artists or
sports personalities. Third, ‘attributed’ celebrity
is based on the workings of cultural intermediaries
to look like ‘achieved celebrity’ while being a
constructed representation of it (2001: 17–20).
The most extreme examples of attributed celebrity
are ‘celetoids’, ‘artefacts of kitsch culture’ which
often arise in the context of scandal, command
little social respect but generate enormous popular
curiosity and gossip, and are normally short lived.
There have been exceptions, such as ‘Angelyne’,
whose celebrity endured through the 1980s and
1990s, but only in California (2001: 22–3), an
issue to which I will return later.
Felicia Hughes-Freeland (2007:5)—by
quote of Rojek opinion—highlights the
‘celebrification process’, which he defines as
‘the tendency to frame social encounters in
mediagenic filters that both reflect and reinforce
the compulsion of abstract desire’ (2001: 186–
7). It is desire that structures his analysis, not
‘rationality’ or ‘power’ (Rojek, 2001: 19, 186–
7). Celebrities arise inter-textually, as part of a
field of production, contradictory images, and
consumption (Rojek, 2001: 44–5). As in
Marshall’s theory, celebrity is produced by a
contradiction, but in Rojek’s case the
contradiction is collective rather than personal,
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the ‘failure of democracy to deliver what it
promises’ (2001: 181–2). Rojek’s overall
approach to celebrity is ultimately objectivist,
conceived in terms of anomic non-relations, which
contribute to a hyper real condition from which
there is no escape.
These analyses both acknowledge the
extent to which celebrity has entered the field of
politics. Politicians have been turning themselves
into icons in ‘staged celebrity’ since President
Jackson in the USA, and the ‘celebrification
process’ pervades politics as well as star-making
through image-manipulation (Rojek, 2001: 122,
184–6). Leading politicians share the same
exemplary aura as film stars, especially during
election campaigns (Marshall, 1997: 226).7
Importantly, celebrity is a precondition for power
relations, not a consequence of them (Michels in
Rojek, 2001: 184), although rationalization
models have shown a trend for soldier-politicians
to be replaced by ones with legal backgrounds
(Rojek, 2001: 184) – a theme I will return to
later. In the 2004 USA presidential campaign,
however, points were still being scored for military
heroism, and doubts as to whether Democrat
candidate John Kerry had or had not performed
heroic deeds on swift boats during the Vietnam
War (Guardian, 2004: 10) may have contributed
to him losing the election. Democracy is thus
driven by celebrity culture, and becomes its tool,
although it may still demand that its leaders have
performed personal acts of heroism with authentic
charismatic force, rather than being cast in the
images of routinized symbols of bravery (Felicia
Hughes-Freeland, 2007:6).
Celebrity status is different from
Charisma. Felicia Hughes-Freeland (2007:6)
recognizing the role of celebrity within the political
process does not necessarily lead to Weberian
charisma being seen as relevant to modern
celebrity. Rojek and Marshall read Weber to
produce two contrasting approaches to the role
of charisma in the conceptualization of celebrity.
Rojek invokes Weber’s ideal categories, but
dismisses his theory as ‘subjectivist’. In a taken-
for-granted ‘rational’ post-God society, charisma
is a uniquely personal quality reserved for religious
leaders (Rojek, 2001: 32). Celebrity has taken
over the wider meaning of charisma, and satisfies
desires arising from the vacuum left by the decline
of organized religion, while also continuing to
draw on religious narratives and symbologies
(Rojek, 2001: 96, 74). Celebrity, however, is
not a substitute for religion but ‘the milieu in
which religious recognition and belonging are now
enacted’ (Rojek, 2001:97).
John Street (2004:438) categorized
celebrity refer to two thing. First, an elected
politician (or a nominated candidate) whose
background is in entertainment, show business
or sport, and who trades on this background (by
virtue of the skills acquired, the popularity
achieved or the images associated) in the attempt
to get elected. Second, an elected politician or
candidate who uses the forms and associations
of the celebrity to enhance their image and
communicate their message. Such techniques
include : the use of photo opportunities stage to
link entertainment stars with politicians; the
exploitation of non-traditional platforms or
formats to promote the politician; the adoption
of the techniques and expertise of those who
market celebrities.
John Street (2004) also makes definitions
the second kind of celebrity politician. According
to John Street it refers to the entertainer who
pronounces on politics and claims the right to
represent peoples and causes, but who does so
with out seeking or acquiring elected office. Their
engagement tends to take the form of public
gestures or statements aimed at changing specific
public policy decision. John Street identified two
things. First, they use their status and the medium
within which they work to speak out on specific
causes and for particular interest with a view to
influencing political outcomes. Second, the
celebrity politician is taken seriously in respect
of their political views. The measure of this might
be found in : a) media focus on their politics (as
opposed to their art); b). Political attention (e.g.
a willingness by politicians to meet to discuss the
particular concerns); c). audience support,
measured by a willingness to contribute money
to the cause (as with Live Aid) or other gestures
beyond those typically required of a fan.
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Celebrity politics within their product of
mass cultures always try to enhance their political
branding. Political branding works, in part,
because individuals identify less with old civil
society groups that fed widely shared public
values into politics. Contemporary publics have
invested their identities in fluid social and
professional networks (Castells, 1997), and in
fashionable and socially exclusive image tribes
that are constructed through consumer fantasies
(Turow, 1997). Politicians, parties, public
institutions and issues organizations have
responded to the proliferation of these
personalized social realities by employing the
technologies of social marketing, and by adopting
the discourse and methods of branding and
positioning in their strategic political
communication (Schammmell, 1995; Blumler and
Kavanagh, 1999). Thus, branded public
experience easily extends well beyond leisure,
fashion and entertainment, to include the branding
of parties, leaders and issue campaigns. Bennet
(2003) on Corner and Pets (2003: 143).
According to John Street (2004:441)
celebrity politics, and the cult of the personality
that it embodies, can be seen as a product of the
transformation of political communication.
According to Paolo Mancini and David Swanson
(1996), the breakdown of traditional social
structures under the strains of modernization have
created the need for a form of political
communication in which new ‘symbolic realities’
have be created, containing ‘symbolic templates
of heroes and villains, honored values and
aspirations, histories, mythologies, and self-
definition’(Mancini and Swanson, 1996 : 9). The
focus shifts on to individual politicians and, with
this, politics is ‘personalized’. This trend is
accentuated by mass media whose generic
conversations favour this form of politics (Mancini
and Swanson, 1996: 13). The celebrity politician
is then simply the result of a celebrity-obsessed
media, acting for reasons other than for some
national public good. In these circumstances, the
question remains as to whether the use of images
or the involvement of stars undermines
representative government. (John
Street;2004:442)
 Naturally, celebrity is the product of
mass cultures and mass media industries. In my
own view the power of celebrity depends on
public demand, public idols and their popularity.
Currently each celebrity always manages their
event and popularity by marketing strategic and
management. Competitions of popularity are the
key attention of each celebrity. They are always
trying to manage their segment in mass cultures
and public issues to be the center of public
attentions. They are also always considering the
challenging and the changing of Indonesian
political issues and public issues with strategic
political marketing. (Base on Personal interview
with Angelina M.P.Sondakh, Jakarta, Sept, 18,
2008)
There are differences between political
marketing and propaganda of politics. According
to Nicholas O’Shaughnessy (1999:728), key
differences between political marketing and
propaganda may be summarized as follows.
Propaganda is pushed forward by ideology rather
than pulled by magnetic consumer focus does
not mean that ideologically defined marketing
artifacts are rare. The marketing communication
may invite several interpretations or less utopian
or less prone to ad hominem arguments, it does
not mean that every example of marketing will
do this; it merely means that each will exhibit a
generic tendency to do so. Marketing, at least if
its exponents are fully educated in the marketing
concept (which is not always the case), is based
on some research-defined conception of
audience wants. The message can be framed
accordingly. By contrast, propaganda is didactic.
Consumer marketing may appear mode
ideologically ambivalent because principle and
ideology play a smaller role, and therefore,
consumer marketing phenomena often permit
greater latitude of interpretability.
Political marketing exhibits both
“structural” characteristics, such as the nature
of the product, the organization, and the market,
and “process” characteristics that define,
develop, and deliver value. The characteristics
or features of political marketing outlined in the
framework are judged to be worthy of special
consideration because of the implications they
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have for marketing decisions in the field. Although
the discussion of any one factor may be useful, it
is the overall integration of the structural and
process characteristics that makes the model
applicable in the field. (Butler and Collins;1999
on Newman;1999:56-58)
Structural Characteristics
No Structural Characteris
1. The Product 
2. The Organization 
3. The Market 
 
Source: Adaptation from Patrick Butler and Neil Collins (1999), A Concept Framework for Political
Marketing, on Bruce I. Newman (editor), Handbook of Political Marketing. London, Sage
Publication, Inc. Page 56-58.
Process Characteristics
No Process Characteristics
1. Value defining 
2. Value developing 
3. Value delivering 
 Source: Adaptation from Patrick Butler and Neil Collins (1999), A Concept Framework for Political
Marketing, on Bruce I. Newman (editor), Handbook of Political Marketing. London, Sage
Publication, Inc. Page 56-58.
The rise of celebrity attention and the
development of popular culture encapsulated as
new field of political marketing. The symbolic
powers of celebrity have been manifesting the
new political attributions and political charisma.
According to Felicia Hughes-Freeland (2007:16)
celebrity-like attributes and their means of
distribution through the media should not be
confused with the extremes of image-making
which produce icons out of nothing. In politics,
charisma and celebrity are both factors that
influence how followers and voters imagine
accountability and predictability. How a political
actor plays the part of charismatic leader or
celebrity shapes the extent to which inequities in
material resources and opportunities become
forgotten (Rojek, 2001: 90–1). However, it
should not be assumed that attributes of
extraordinary distinctiveness, whether
characterized as charisma or celebrity, are just
a means of mystifying the masses and excluding
them from reaping the material benefits of the
means of production. Both forms of engagement
and expectation partake of symbolism, religious
or otherwise, which provides an outlet for the
expression of humanity, in relation to sociality and
to the imagination (Firth, 1996).
Value, imagination and symbolic public
expectation always mediated by the mass media
industries, and celebrity transformed their self as
politician, and politician also transformed their
self as celebrity. Mass media industries always
are ready to take over their attribution, values,
and everything of which making news for public.
Celebrity politician has new definition. Every one
has a large popularity among citizen, they will
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become celebrity, including politician. Every one
who can produce their political attribution and
political charisma within mass media industries
and cultural industries, they will become celebrity.
Conclusion and Discussions
In contemporary Indonesian mass
cultures industries, celebrity politics has been
raising one of the important factors manufactured
by mediated politic. The strong power of mass
media industries have large opportunities to
manufactured political issues and political realities
to be constructed on public consciousness. Mass
media industries had growth as definer of political
reality. They are also dominated the political
representation within their media logic of political
representations. Celebrity politics always
considered the logic of mass media industries to
support their political marketing strategy in public
politics.
The main problem and the main
challenging for Indonesian women celebrity
politics is how to manage their strategy of political
marketing of their self-interest with their party
policy and political factions in House of
Representative. Personally, the Indonesian
women celebrity politics has personal image,
segment and public attentions from Indonesian
citizen. So, they have living directly with their
demand from the hope of their supporter (as
citizen and consumer). As a part of political
activist, they must also responses and agree with
the political agenda of each political party.
Whereas in fact, almost the Indonesian political
party practicing political propaganda to reach out
their goal. Some time propaganda did not give
political educations and absorb the political
aggregations and political interest of their
constituents
It is differences with the celebrity political
style. Almost celebrity politics always maintain
their image by give big attentions to constituents,
including give political educations and articulating
political aggregations and political interest of their
supporter (as consumer and citizen) (Base on
Personal interview with Angelina M.P.Sondakh,
Jakarta, Sept, 18, 2008). Even though, currently
there are much of political activist try to use
political marketing strategy to maintain their
political image and political trust to the citizen
and constituents. Much of them, currently playing
as actor in film, like Yusril Ihza Mahendra(the
former of minister state secretary) and Saifullah
Yusuf (the former of Minister of Development of
Under Development Teritory) playing their rule
as film actor at The Admiral of Zheng He
(Laksamana Zheng Ho). This film will launch in
the end of 2007 or the first month of 2008
In contemporary Indonesian politics,
celebrity and politician currently are facing great
competitions as celebrity politics. Politician and
celebrity both of them reproduced by public
issues—mediated or non-mediated. Both of
them, currently must deal competitions with mass
media industries (television, film, internet and
newspaper). So, celebrity politics is new style of
political performance. It is new field with open
public competitions in the public sphere while
democracy driven by mass media industries and
political marketing. Popular cultures and political
cultures will play their rules to decide how far
and how is the next power of the celebrity and
politician on the field contestations of
contemporary democracy.
The essence of marketing is reciprocity,
between supply and demand. Message, policies,
advocacy issues and image are supply from the
contestation of values, social, cultural and political
attribution of Indonesian celebrity politics.
Responses, attentions, reactions and perceptions
are demand from the citizen and other political
activist or other celebrity politics. Each celebrity
politics always tries to positioning their image,
advocacy issues and policies to maintain their
power in public life. Even though, currently almost
the Indonesian women celebrity politics did not
success in their political marketing, but almost of
them trying to practice their specific strategy of
political marketing. (Base on Personal interview
with Angelina M.P.Sondakh, Jakarta, Sept, 18,
2008). Currently almost of the leader of political
party and celebrity has political marketing strategy
to manage their public performance as public
figure, public reference and as leader in the
political field. The space, place and moment
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become political theater as an art of political
marketing.
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